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Dewasa ini, Industri perbankan di Indonesia semakin berkembang, 
baik itu perbankan konvensional maupun perbankan syariah secara khusus. 
Meningkatnya perbankan syariah adalah salah satu cerminan bahwa 
persaingan antar perbankan pun semakin ketat. Guna mendapatkan loyalitas 
pelanggan, maka perbankan syariah berusaha untuk mengidentifikasi 
berbagai sudut pandang dari nasabah. Salah satu bank syariah yang 
menambah kompetisi adalah BCA Syariah di Surabaya. Oleh karena itu, 
tujuan penelitian ini adalah untuk mengetahui pengaruh Perceived Value 
terhadap Customer Loyalty dengan Moderasi Customer Satisfaction dan 
Commitment pada BCA Syariah di Surabaya. 
Desain penelitian menggunakan metode survei 150 responden 
dengan teknik sampling non-probabilitas. Sedangkan, teknik analisis yang 
digunakan adalah menggunakan metode Analisis Jalur (Path Analysis) 
dengan bantuan program SPSS. Responden yang diambil berasal dari 
seluruh nasabah BCA Syariah yang ada di Surabaya.   
 Hasil penelitian menunjukkan bahwa: (1) terdapat pengaruh 
Perceived Value terhadap Customer Satisfaction; (2) terdapat pengaruh 
Perceived Value terhadap Commitment; (3) terdapat pengaruh Customer 
Satisfaction terhadap Customer Loyalty; dan (4) terdapat pengaruh 
Customer Satisfaction terhadap Customer Loyalty.   
 











THE INFLUENCE OF PERCEIVED VALUE TO CUSTOMER 
LOYALTY WITH MODERATING CUSTOMER SATISFACTION AND 




Today, the industry of  banking in Indonesia were developed, both 
of conventional banking or Islamic banking in especially. The increasing of 
Islamic banking is one of reflection that the competition between the others 
banks more strong. To get the customer loyalty, the Islamic banking seeks 
to identify the various points of view of the customer. One part of Islamic 
banking that to adds the competition is the Islamic BCA in Surabaya. 
Therefore, the purpose of this study was to determine the influence of  
Perceived Value to Customer Loyalty through Customer Satisfaction and 
Commitment on Islamic BCA in Surabaya.   
 Design of this study is using survey method of the 150 respondents 
with non-probability sampling technique. Meanwhile, the analysis 
technique used in this study was the method of  Path Analysis with the help 
of  SPSS program. Respondents were taken from all customers of  Islamic 
BCA in Surabaya.        
 The results showed that: (1) there is the influence of Perceived 
Value to Customer Satisfaction; (2) there is the influence of Perceived 
Value to Commitment; (3) there is the influence of Customer Satisfaction to 
Customer Loyalty; and (4) there is the influence of Customer Satisfaction to 
Customer Loyalty.  
 
Keywords:  Perceived Value, Customer Satisfaction, Commitment and 
Customer Loyalty. 
